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The objective of this study is to contribute to the validity and reliability 
of the Garcia Coffee Entrepreneurship Scale (2016). A non-experimental, 
cross-sectional, and exploratory study was conducted with a non-random 
selection of 300 coffee merchants. The results confirm the original report, 
although the incidence of another factor, that the literature identifies as 
cooperativism, is noted. The extension of the work to other scenarios and 
samples of micro entrepreneurs is suggested, in order to confirm the dimensions 
of the undertaking.
Keywords: Entrepreneurship, finance, sales, social, environmental
Resumen
El objetivo de este estudio fue contribuir a la validez y confia-
bilidad de la Escala de Emprendimiento Cafetero de García (2016). 
Se realizó un estudio no experimental, transversal y exploratorio 
con una selección no aleatoria de 300 comerciantes de café. Los 
resultados confirman el informe original, aunque se nota la inciden-
cia de otro factor que la literatura identifica como cooperativismo. 
Se sugiere la extensión del trabajo a otros escenarios y muestras 
de microempresarios con el fin de confirmar las dimensiones del 
emprendimiento.
Palabras clave:  Emprendimiento, finanzas, ventas, social, 
ambiental
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Introduction 
Coffee entrepreneurship, understood as a result of local business 
development policies, micro-financing strategies, and support 
programs for magical towns with a tourist cultural heritage, is a 
growing phenomenon in Mexico. It is estimated that around 40% 
of cultural tourism and coffee consumption is attracted by the cli-
mate, the quality of the service, and the local product. In the center 
of Mexico, the Huasteca area is distinguished by combining both 
tourist attractions, the mountain cultural museum, and the pro-
duction and marketing of coffee. Such relationship between the 
denomination of magical town, its mountain tourist attraction, and 
coffee production explain the economy of localities, and the drive 
for municipal growth through entrepreneurship and cooperativism.
Within the framework of the health crisis caused by the 
SARS-CoV-2 coronavirus and the Covid-19 disease, the coffee busi-
ness is associated with the reactivation of cultural mountain tou-
rism, as well as the consumption of direct or derived coffee pro-
ducts. This phenomenon has attracted the attention of the social 
sciences and economic sciences, in order to anticipate synergy sce-
narios between tourist attraction and coffee consumption, as well 
as the naming of a magical town with respect to the destination’s 
image and prestige, the quality of the products and services derived 
from coffee-consuming tourism.
Garcia (2016) established the reliability and validity of an 
instrument that measured five dimensions related to opportunistic 
commitment: economic, financial, commercial, social, and envi-
ronmental; to explain the impact of micro credit policies on local 
development. The instrument discriminated the five dimensions to 
account for a phenomenon related to the differences between rulers 
and the ruled, in the face of challenges and a risky environment; 
landslides, fires, frosts, earthquakes, and floods.
Carreon, (2017) found differences between coffee growers 
with respect to risk, uncertainty, and conflict at the time of ca-
rrying out the venture with the local product in regional tourist 
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areas. These are producers, distributors, and sellers who began to 
commercialize coffee from seed capital and municipal microfinan-
ce, but they differed as the factors intensified. In other words, bu-
siness development policies affect local entrepreneurship, as long as 
problems do not increase.
Garcia (2017) interpreted the discourses and narratives 
around the commercialization of coffee, which were linked to the 
cooperation between sellers of the product, although the economic 
dimension was not inferred as a result of microfinance policies, but 
rather as an identity between migrants and natives by attributing 
the origin of the seed capital.
Hernandez (2018) found three factors related to entrepre-
neurship, lucidity, and innovation to explain the local commercia-
lization of coffee, although the relationships suggest the inclusion 
of another factor, that the literature identified as opportunism, to 
complement the trajectory that goes from the optimization of re-
sources to the transformation of processes. This sequence has not 
been addressed by entrepreneurship studies because the factors 
have been proposed as determining factors rather than as reflecting 
the phenomenon.
Bucio (2019) demonstrated the factorial convergence of en-
trepreneurship with respect to collaboration and ethnocentrism, 
considering the situation of the locality as a receiving center for 
migrants, in which the offer of employment and microfinance pro-
moted local development. In other words, the labor context coupled 
with business development policies determined local entrepreneur-
ship, although limited to groups and sectors identified with a mu-
nicipal management system and community self-management.
Carreon (2019) contrasted a model in which the economic 
bias determined the coffee entrepreneurship in migrants, yet when 
local identity and employment expectations also had an impact, the 
perception that economic crises would not affect the local coffee 
trade explained the decisions to carry out a business project focused 
on coffee.
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Muñoz (2019), following the theoretical and conceptual fra-
meworks of habitus, fields, capitals, and capacities, contrasted a 
hybrid model of coffee-growing entrepreneurship, finding positive 
and significant relationships between the determining factors. Such 
sequence of axes, trajectories, and relationships meant the establis-
hment of microfinance policies to encourage local development; 
mountain tourism and coffee marketing, but without considering 
the social image of the town being called “magical”.
Carreon (2020) found that the management skills of the entre-
preneurs explained their fields of prestige endorsed by product quali-
ty. In other words, the locality seems to have built a scenario of risk 
aversion by focusing its interest on the production and commerciali-
zation of coffee, once they identified the main attraction of the com-
munity in the image of their locality, they will ignore the influence 
of other factors associated with challenges and a health crisis, such as 
the management of production and sales opportunities.
To sum up, regarding the validity and reliability, the ins-
truments used to measure the dimensions of the coffee enterprise 
have explained percentages of variance that range between 31% and 
67%, which vary according to the context, the scenario, or the si-
tuation being unfavorably exacerbated. Studies related to entrepre-
neurship show two hegemonic dimensions: resource optimization 
and process innovation. It is a reflective sequence of the expecta-
tions of success when guiding cooperatives towards local develop-
ment projects. In this process, the dimensions addressed determine 
or reflect the likely utility of a novel project. 
What are the dimensions of the coffee business, assuming 
the impact of the health and economic crisis attributed to the 
SARS-CoV-2 coronavirus and the Covid-19 disease in a tourist town 
in central Mexico?
The null hypothesis that guides this work contrasts the 
dimensions reported in the literature with respect to the factors 
observed in the present work. Therefore, there are no significant 
differences between the theoretical dimensions with respect to the 
empirical factors.
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METHOD
Design
A non-experimental, transversal, and exploratory study was con-
ducted. Due to the fact that the reviewed studies have emphasized 
the reliability and validity of the instrument that measures coffee 
entrepreneurship, a cross-sectional study was carried out, although 
the contribution to these psychometric properties suggests the ex-
ploration of its dimensions, which are diverse.
Sample
A non-random selection of 300 microentrepreneurs (M = 27,3 SD = 
2,1 age M = 7’892,13 SD = 345,34 USD) was performed, conside-
ring its main activity-oriented marketing of coffee and derivatives 
such as sweets, drinks, and bread, as well as their access to microfi-
nancing registered in the municipal census.
Instrument
Coffee Entrepreneurship Scale (CES) by Garcia et al was used (2016), 
which includes 20 items related to perceived economic opportu-
nity (eg; promoting the magical towns attract investment, Xilitla); per-
ception of social opportunity (eg; I support my family by selling sweet 
coffee); perception of environmental opportunity (eg coffee will be 
sold in winter); funding opportunity perception (eg coffee sales will 
be financed by the local government) and the perception of sales oppor-
tunity (eg coffee is a priority need for tourists). Each item is answered 
with one of five options ranging from 0 = not at all likely to 5 = 
very likely (see Table 1).
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Table 1. Variables operation
Variable Definition Indicators Codification 
Economic 
opportunism 
It refers to the percei-
ved entrepreneurship 
strategies in the face of 
challenges and economic 
crises. This is the case of 
the added value of coffee 
and the diversification 
of products for local, 






dy, and guarantee 
prices binding on 
mountain tourism
0 = “not likely”, 
1 = “very unlikely”, 
2 = “unlikely”, 
3 = “somewhat 
unlikely”, 
4 = “very likely”, 
5 = “quite likely”
Social 
opportunism
It refers to the percei-
ved entrepreneurship 
strategies in the face of 
challenges and social 
crises. This is the case 
of the added values of 
coffee and diversification 
of products to intensify 
the prestige of tourist 
services associated with 
the commercialization of 




nity, support, and 
solidarity in the 
face of risk events, 
threats, and 
contingencies.
0 = “not likely”, 
1 = “very unlikely”, 
2 = “unlikely”, 
3 = “somewhat 
unlikely”, 
4 = “very likely”, 
5 = “quite likely”
Environmental 
opportunism 
It refers to the percei-
ved entrepreneurship 
strategies in the face of 
challenges in environ-
mental crises. This is the 
case of the added values 
of coffee and diversifica-
tion of products against 
fires, earthquakes, frosts, 
plagues, floods, and 




and recycling of 
resources associa-
ted with mountain 
tourism and coffee 
production.
0 = “not likely”, 
1 = “very unlikely”, 
2 = “unlikely”, 
3 = “somewhat 
unlikely”, 
4 = “very likely”, 
5 = “quite likely”
Continúa...
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Variable Definition Indicators Codification 
Funding 
opportunism 
It refers to the perceived 
strategies of entrepre-
neurship in the face of 
challenges and liquidity 
crises. This is the case of 
the added values of co-
ffee and diversification of 
products adjusted to the 
policies of microfinance 





interests related to 
decapitalization or 




0 = “not likely”, 
1 = “very unlikely”, 
2 = “unlikely”, 
3 = “somewhat 
unlikely”, 
4 = “very likely”, 
5 = “quite likely”
Sales 
opportunism 
Refers to perceived en-
trepreneurship strategies 
in the face of challenges 
and obstacles in sales. 
This is the case of the 
promotion of coffee and 
diversification of products 
associated with tourism 
(Dushnitsky, 2020).
Expectations of 
sales of products 
and services 




0 = “not likely”, 
1 = “very unlikely”, 
2 = “unlikely”, 
3 = “somewhat 
unlikely”, 
4 = “very likely”, 
5 = “quite likely”
Source: Elaborated with literature review 
Procedure
Delphi technique for homogenizing the meanings of the words in-
cluded in the used reactants. Anonymity and confidentiality in wri-
ting, where they were also guaranteed that the results of the study 
would not affect their economic, political, social, or community sta-
tus. The surveys were conducted in establishments marketing coffee 
and related products. The information was processed in the Statisti-
cal Package for Social Sciences (SPSS for its acronym in English) and 
Structural Analysis of Moments (AMOS for its acronym in English). 
The mean, standard deviation, Cronbach’s alpha, chi square, KMO, 
factor weights, betas, and residual goodness of fit were estimated.
Analysis. Because reliability and validity are parameters that 
require previous statistics such as normality, adequacy, and spheri-
city, the internal consistency of the instrument was estimated with 
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the Crombach alpha parameter, which indicates the assimilated 
measurement of the sample to entrepreneurship in various dimen-
sions, as well as the validity or convergence of the indicators in 
latent factors. Once the psychometric properties were established, 
the relationships between the factors were carried out, assuming 
that the normality, reliability, and validity requirements were met.
RESULTS
The internal consistency of the overall scale (alpha 0.724) and spe-
cific subscales (economy alpha of 0.718, financing alpha 0.796; sales 
alpha 0.771; social alpha of 0.701, environmental with alpha 0.703) 
reached Cronbach alpha values higher than 0.700 (see Table 1).
Table 1. Descriptive, reliability, and validity of the instrument
R Item M S W K A F1 F2 F3 F4 F5
Subscale percep-






to attract investment 
Xilitla
4,21 1,03 1,32 1,32 0.793 0.401
r2
Tourists consume 
coffee for its low cost
4,14 1.25 1,34 1,43 0.704 0.524
r3
Investments in coffee 
increases their quality
4.93 1,47 1,91 1,54 0.771 0.621
r4
Coffee is part of the 
local heritage, it will 
have trade subsidies
4.31 1.25 1,01 1,87 0.771 0.501





The sale of coffee 
will be funded by the 
local government
4.30 1,82 1,32 1,98 0.704 0.402
Continúa...
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R Item M S W K A F1 F2 F3 F4 F5
r6
Credit to the coffee 
trade will be a priority
4.23 1,47 1,24 1,23 0.754 0.542
r7
By being a nonperis-
hable product, coffee 
will be financeable
4.81 1,36 1,81 1,24 0.782 0.512
r8
The variety of coffee 
products encourage 
loans






Coffee is a priority 
need for tourists
4.39 1,58 1,43 1,01 0.732 0,521
r10
The variety of pro-
ducts will make the 
coffee sell fast
4.40 1,12 1,56 1,08 0.714 0.578
r11
The sale of coffee is 
simple because it is 
not perishable
4,18 1,32 1,98 1,97 0.798 0.442
r12
I will sell coffee that 
can be offered in 
many ways






I get support for 
my family by selling 
sweet coffee
1.02 1.05 1,32 1,24 0.724 0.406
r14
My neighbors consu-
me bread and coffee 
in my business
1.27 1,47 1,12 1,45 0.741 0.443
r15
My companions buy 
coffee products
1,48 1.35 1,14 1,01 0.782 0.543
r16
People know me for 
selling coffee
1,59 1,44 1,51 1,32 0,762 0.476
Continúa...
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The coffee will be 
sold in the winter 
1,04 1.01 1,90 1,45 0,780 0.531
r18
Rains increase coffee 
sales
1,92 1,03 1,76 1,56 0.732 0.543
r19
Frost incentivize the 
sale of coffee




1,22 1,06 1,45 1,30 0.746 0.421
Source: Elaborated with data study; R = Reactive, M = Mean, S = Standard Deviation, 
W = Sweetness, K = Kurtosis, A = Alpha with excluded value item. Extraction method: 
principal components. Sphericity and adequacy ⌠KMO = 0.796; χ2 = 346.456 (23gl) p 
= 0,000⌡. F1 = Perception of Economic Opportunity (32% of the total variance explai-
ned), F2 = Perception Financial Opportunity (22% of the total variance explained), F3 
= Perceived Opportunity Sales (16% of the total variance explained), F4 = Perceived 
Social Opportunity (10% of the total explained variance), F5 = Perception of Environ-
mental Opportunity (3% of the total explained variance). Each item is answered with 
one of five options ranging from 0 = “not at all likely” to 5 = “very likely”. Each alpha 
value corresponding to each item is excluding the weight of internal consistency.
Regarding the adequacy and sphericity ⌠KMO = 0.796; χ2 
= 346.456 (23gl) p = 0,000⌡ these reached minimum values  ne-
cessary for exploratory factor analysis of principal components with 
varimax rotation and establish the factors correlated with items 
from values  above 0.300
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Table 2. Dependency relationships between 
the factors and the construct
Estimate SE CR P
Economy  Entrepreneurship 100
Financing  Entrepreneurship - 052 , 051 -1.017 , 309
Sales  Entrepreneurship - 091 , 071 -1.289 , 197
Social  Entrepreneurship , 156 , 122 1,277 , 202




Source: Elaborated with study data; Regression weights: SE= Standard Error, CR= Cri-
tical Ratio parameter estimate divided by standard error, p = level significance.
Five factors relating to economy (32% of the total variance 
explained), finance (22% of the total variance explained), sales (16% 
of the total variance explained), society (10% of the total variance 
explained), and the environment (3% of the total variance explai-
ned) were established.
Therefore, the dependency relationships between established 
and emerging construct factors indicate that factor is the percep-
tion of social opportunity which reflects the construct of perception 
of entrepreneurship (β = 0.47), followed by the perception of eco-
nomic opportunity (β = 0.30), and perceived environmental oppor-
tunity (β = 0.16).
Finally, the values of goodness of fit and the residual confirm 
the acceptance of the null hypothesis about the adjustment of the 
theoretical dimensions with respect to the empirical dimensions of 
perception of entrepreneurship ⌠χ2 = 1.335 (5GL) p = 0.935; GFI = 
0.982; AGFI = 0.947; RMSEA = 0,000⌡.
DISCUSSION
The contribution of this work to the state of the question lies in the 
establishment of the reliability and validity of an instrument that 
measured coffee growing in a town in central Mexico, although the 
research design limited the results to the sample, suggesting the 
extension of the work to other settings.
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In relation to the studies that used an instrument to measure 
the internal consistency and the dimensions of the enterprise, ran-
ging between 0.61 and 0.76, as well as the percentages of explained 
variance from 31% to 67%, the present work has shown moderate 
internal consistency and more dimensions, three previously docu-
mented and two specified. It is about financing and sales opportu-
nism, that derive from economic opportunism, but which are dis-
tinguished by their degree of specificity in the face of risky events.
Research lines concerning the specification of the dimen-
sions, relative to opportunism, will allow anticipating contingent 
scenarios of entrepreneurship. This means that localities seem 
to move towards risky situations and adapt to these limitations, 
although they are also indicative of dependence on business develo-
pment policies in tourist locations.
The reliability of the instrument, which exceeds the indispen-
sable minimum of internal consistency, suggests the concerning lines 
of research increase the values with the inclusion of more reagents. 
This is so because the percentage of variance suggests the specifica-
tion of the economic undertaking, which the literature has related to 
subsidies and condonations in terms of municipal services.
The validity of the instrument that measures local entrepre-
neurship is also determined by the specific dimensions that the li-
terature has identified as indicators of the more general dimensions. 
This question suggests that the relationships between producers, 
sellers, and managers have reached a degree of consolidation and 
sophistication in which the economic dimension prevails over the 
social or environmental dimension, as well as its dissemination in 
factors related to sales and financing, but also with respect to sub-
sidies and exemptions.
CONCLUSION
The contribution of this work to the state of knowledge lies in esta-
blishing the reliability and validity of an instrument that measures 
five factors related to the perception of entrepreneurship in a town 
in central Mexico.
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Future research regarding other factors that the model did 
not include, nor estimated, could be carried out if it is considered 
that the marketing of products and services derived from coffee is 
an economic activity driven by enterprise development policies and 
micro financing, and part of social and community uses and cus-
toms of the area of study.
In addition, environmental conditions also play a decisive 
role in perceptions of entrepreneurship in general agricultural pro-
ducts and services, and perceptions of opportunity around coffee.
In this sense, the ecological validity consisting of systematic 
observation of the habits and customs, as well as their correlation 
with scales measuring perceptions of opportunity, would provide a 
comprehensive view of the phenomenon which is coffee, environ-
ment, management, marketing, and consumption.
Therefore, the specification of a model, and the estimation of 
indicators that explain the peculiarities of entrepreneurial localities 
confined to coffee is necessary, because, although the venture is a 
structure of perceptions, decisions, and strategies, the project suc-
cess depends on local specificity.
This is the case of the sectors dedicated to the sale of coffee 
and marketing of its products and related services. The characteris-
tics of each sector require a thorough analysis of the customs that 
make survival possible by selling coffee. In this sense, female heads 
of household are an example of groups dedicated to retail and en-
trepreneurship of diversified products, including coffee.
Exploring values, perceptions, and beliefs of the household 
heads dedicated to coffee explain and anticipate scenarios that 
allow environmental, economic, political, and social crisis, but also 
ones of resilience and social entrepreneurship. 
REFERENCES
Aidin, S. & Kirby, D. (2017). New venture creation how stars-
up grow? Administer, 30 (1), 9-29 https://www.redalyc.org/
pdf/3223/322349942003.pdf
investigación & desarrollo vol 28, n° 2 (2020) págs. 6-21
issn 2011-7574 (on line)
20
Celia Yaneth Quiroz Campas, Cruz García Lirios, 
María del Rosario Molina González, Oscar Igor Carreón Valencia
Bucio, C. (2019). Estructura factorial exploratoria del emprendimiento 
caficultor en una localidad del centro de México. Integración Aca-
démica en Psicología 7 (20), 111-127 http://www.integracion-aca-
demica.org/attachments/article/243/11%20Emprendimiento%20
CBucio%20et%20all.pdf
Carreon, J. (2015). Diferencias de fiabilidad ante riesgo, incertidumbre y 
conflicto entre caficultores en Xilitla, México. Eureka, 
Carreon, J. (2017). Políticas de fomento empresarial y sus efectos en la per-
cepción de riesgo en caficultores de Xilitla, San Luis Potosí, Méxi-
co. Poiesis, 32 (1), 33-51 file:///C:/Users/Usuario/Downloads/2297-
8922-3-PB.pdf
Carreon, J. (2019). Exploratory factor structure of the intention to emigrate. Trabajo 
Social Hoy, 87 (2), 57-64 http://www.trabajosocialhoy.com/articulo/230/
factor-exploratorio-de-la-estructura-de-la-intencion-de-emigrar
Carreon, J. (2020) coffee entrepreneurship during Covid-19. Publicaciones 
e Investigaciones, 14 (1), 1-10 https://hemeroteca.unad.edu.co/index.
php/publicaciones-e-investigacion/article/view/4058
Dushnistky, M. (2010). Entrepreneurial optimism in the market for 
technological inventions. Organizations Science, 21 (1), 150-167 
http://www.dushnitsky.com/uploads/3/4/0/8/34081849/dushnits-
ky_2010_orgsc.pdf
Garcia, C. (2016). Incidencia de las políticas de microfinanciamiento so-
bre la percepción de emprendimiento caficultor e implicaciones 
para el trabajo social, Equidad, 6 (1), 11-36 https://revistas.proedi-
tio.com/ehquidad/article/view/1338/1419
Garcia, C. (2017). Discursos en torno al capital social de jefas comercian-
tes del café en Xilitla, centro de México. Tlatemoani, 26 (1), 81-96 
http://www.eumed.net/rev/tlatemoani/index.htm
Hernandez, T. J. (2018). Modelo de lucidez, emprendimiento e innova-
ción en microempresas caficultoras del centro de México. Eureka, 
15 (1), 96-107 http://docs.bvsalud.org/biblioref/2018/06/885122/
eureka-15-1-14.pdf
Knight, D. M. (2015). Opportunism and diversification: entrepreneur-
ship and livelihood strategies in uncertain times. Ethnos, 80 (1), 
177-144 https://core.ac.uk/download/pdf/16380257.pdf
21investigación & desarrollo vol 28, n° 2 (2020) págs. 6-21
issn 2011-7574 (on line)
Reliability and Validity of an Instrument that Measures 
Entrepreneurshipof Merchants in Central Mexico
Martinez, J. L. (2010). The propensity for entrepreneurship psychological 
and social factors. Cuadernos Latinoamericanos de Administración, 6 
(10), 51-76 https://www.redalyc.org/pdf/4096/409634363004.pdf
Muñoz, E. (2019). Hybrid determinant model of the coffee entrepreneur-
ship. Interconectando Saberes, 4 (8), 111-143 https://is.uv.mx/index.
php/IS/article/view/2603/4543
Teece, D. & Abdulrahman, A. A. (2013). Knowledge entrepreneurship and 
capabilities revising the theory of the MNE. Universia Business Re-
view, 40 (1), 18-32 https://www.redalyc.org/pdf/433/43328679001.
pdf
